Abstract: Drawing insights from the customer value-based theory, the study hypothesises and examines the relationships in the antecedents-customer loyalty-consequences process in a unique context, Qatar. Five divergent and salient antecedents and two important outcomes are incorporated in a single comprehensive study. The antecedents are innovation (a novel one), service quality, trust, satisfaction and switching cost, while the consequences are wordof-mouth communication and repeat purchase. An analysis of a sample of mobile internet subscribers reveals that the five antecedents impact customer loyalty, which, in turn, influences the two outcomes. The study extends customer loyalty theory to a region marked by unique Islamic values and beliefs. Also, the study suggests that in addition to paying attention to a number of traditional drivers of customer loyalty simultaneously, marketers seeking to build and sustain customer loyalty in the Gulf region should also focus on innovation. Implications are discussed.
Introduction
Customer loyalty is crucial for firms seeking to achieve a competitive advantage by creating an exceptional customer value in a highly competitive market (Ganesh et al., 2000; Pan et al., 2012; Rai and Medha, 2013; Severi and Ling, 2013; Slater, 1997; Tournois and Negocia, 2004; Woodruff, 1997) . A superior customer value manifests when customers keep re-buying a brand out of customers' dispositional attachments to the brand, which is nothing but customer loyalty (Tournois and Negocia, 2004; Pan et al., 2012) . Hence, the relationships involving customer loyalty can be viewed from the customer value-based theory (Tournois and Negocia, 2004) .
Undeniably, customer loyalty is extremely important for telecommunication service providers because of the rapidly changing technology, downward pressures on prices and margins, and increasing choices for customers from traditional telecommunication service providers and new alternative service providers such as voice over internet protocol (VoIP) service resellers and virtual network operators (Boohene and Agyapong, 2011; Naveed et al., 2013) . The competitive scene is even more intense in the mobile telecommunication sector where the traditional battle for voice services is increasingly yielding to internet services because the revenues from voice services are deteriorating, while the earnings from internet services are growing (Boohene and Agyapong, 2011) . Within the internet service market, the mobile internet market is becoming an intense competitive battle field with the rising penetration rate of smart phones (Naveed at al., 2013) . Consequently, customer loyalty has become extremely important for mobile internet service providers to sustain long-term profitability (Boohene and Agyapong, 2011; Kassim and Abdullah, 2010) .
Theoretical background and hypotheses

Customer value-based theory, customer loyalty, and correlates of customer loyalty
The basic tenet of customer value-based theory is that in today's hypercompetitive market environment where customers are demanding ever-increasing levels of quality and services at continually lowering costs, to create and maintain a competitive advantage, firms' need to be outwardly focused toward customers as opposed to be inwardly-focused input-combiners as per the neoclassical and resource-based views of firms (Slater, 1997; Tournois and Negocia, 2004) . The customer-focused firms strive to compete by creating superior customer value (Woodruff, 1997) . Here customers are placed at the centre of strategic and marketing interests. This customer-focused idea is represented by various synonymous terminologies such as market-oriented, marketdriven, customer-centric, and customer-oriented (Deshpande, 1999; Kohli and Jaworski, 1990; Slater and Narver, 1994; Narver et al., 2004; Tarondeau and Wright, 1995) . The essence of all the preceding concepts is that the fundamental objective of a firm is to create and sustain superior customer value, which serves as the single most important means for achieving a sustained long-term performance (Narver et al., 2004) . This goal of a sustained long-term performance hinges upon having loyal customers (Heskett et al., 1994) . Thus customer loyalty is at the core of creating and maintaining a superior customer value (Jones and Sasser, 1995; Narver et al., 2004) . That is customer valuebased theory can serve as an explanatory framework for understanding the importance of customer loyalty and its relationships with antecedents and consequences. Firms pursue a wide variety of strategies and activities not only to create but also to portray a superior customer value in the perceptions of customers, which is termed as 'value-signal' by Porter (1985) . By perceiving the value-signals, customers infer about the value offered. Jacobson (1992) asserts that the perceived innovation in a product and/or service is a critical value-signal for the increasingly demanding, unpredictable and opportunistic customers to decide which product to patronise repeatedly. For services, creating and sustaining a superior customer value and the corresponding value-signal entails a perceived relative service quality as customers want ever-increasing levels of quality and service at lesser costs (Narver et al., 2004; Tournois and Negocia, 1997) . Also, the customer value-based view focuses on intangible resources of the firm for creating and sustaining a superior customer value. The intangible resources of customers' trust in the product/service and customers' satisfaction with the product/service must be achieved to deliver a superior customer value and to enhance the retention rate and customer loyalty (Drucker, 1973) . Further, in the customer value, both benefits to customer and costs are considered (Quinn, 1992) . A combination of relative benefit and relative cost goes in customers' value perception. The market characteristic of switching cost contributes to the relative cost aspect of the customer value equation that subsists by continual customers' patronage (Tournois and Montebello, 2001) . Finally, it is the longterm superior performance which a superior customer value is meant for (Narver et al., 2004) . Heskett et al. (1994) contend customers' positive communication about a product/service and their repeat purchases are most important sources of long-term performance. Thus a sustained and superior customer value as perceived by customers is likely to generate not only customers' repeat patronages and dispositional attachments to a product/service but also positive customer communications about the product/service.
Based on the insights offered by customer value-based theory, each relationship of the theoretical model proposed earlier is discussed next.
Innovation in product/service and customer loyalty
Innovation has generated an extensive literature that has offered various conceptualisations of the construct (Barnett, 1953; Robertson, 1967; Tidd et al., 2005; Tzeng, 2009) . In this study, innovation is considered as developing new ideas into marketable products and processes (Tidd et al., 2005) . More specifically, from minor improvements in product designs and service delivery processes to radical changes in market offerings and service portfolios are all considered innovations (Tzeng, 2009) . Further, there is a wide variety of definitions of customer loyalty, most of which have included both an attitudinal and a behavioural dimension (Chaudhuri and Holbrook, 2001; Pan et al., 2012; Russell-Bennett et al., 2007) . This study adopts the view that customer loyalty is a customer's dispositional inclination to a product/service and intent to continually patronise the product/service (Pan et al., 2012) .
Using the customer value perspective, scholars have argued that the levels of loyalty of increasingly demanding customers to a product/service depend on their perceptions of the value-signals emanating from the innovative characteristics of the market offerings (Rai and Medha, 2013; Tournois and Negocia, 2004) . Research in this area suggests that since today's customers want ever-increasing levels of quality, a continual innovation in market offerings plays a critical role in signalling a superior customer value, which in turn leads to customers' willingness to continually support the product/service, or more specifically, their loyalty to the market offerings (Boohene and Agyapong, 2011; Heskett et al., 1994; Naveed et al., 2013) . Previous research found support for the influence of innovation on customer loyalty. For example, Lee et al. (2011) found that innovative products and services positively affect retention, repeat purchase and customer loyalty in the mobile telecommunication industry. Further, Naveed et al. (2013) reported that innovation is predictive of customer loyalty in a study of telecommunication customers. In summary, this study proposes that the continual innovative characteristics of the market offerings are important value-signals for customers, which increase the levels of loyalty of customers to the market offering. Therefore,
H1:
There is a positive relation between a customer's perception of the degree of innovation in a market offering and the amount of customer loyalty the customer has for the market offering.
Service quality and customer loyalty
Defined in the literature as customers' global judgment about or attitude towards the relative inferiority or superiority of an organisation and its services, service quality is a vital aspect for creating a superior customer value (Parasuraman et al., 1988; Slater, 1997) . Customers' perception of a superior service quality reduces purchase risks, assures superior performance, and justifies the relative cost (Parasuraman et al., 1988; Woodruff, 1997) , thus enabling customers to deduce the value created by the service provider (Tournois and Negocia, 2004) . Thus, by making the most of the perception that customers have of the value offered, a superior service quality engenders continual support for the service and the service provider from customers, more particularly, customer loyalty towards the service and/or service provider. Empirically, past research produced evidences in support of the service quality-customer loyalty linkage in various contexts (Baker and Crompton, 2000; Boohene and Agyapong, 2011; Wong and Sohal, 2003) . For instance, a study in the telecommunication industry reported that a positive perception of the service quality positively impacted behavioural customer loyalty (Boohene and Agyapong, 2011) . Further, in the tourism sector, Baker and Crompton (2000) found a positive relationship between service quality and customer loyalty. Also, Wong and Sohal (2003) reported a significant positive influence of service quality on customer loyalty in the retail industry. Thus, it is likely that customers are willing to continuously patronise a service and/or a service provider that sends a superior valuesignal through providing relatively better service quality. Hence, H2: A customer's perception of the level of service quality in a service and/or a service provider is positively related to the degree of customer loyalty the customer possesses to the service and/or the service provider.
Customer trust in product/service and customer loyalty
The extant literature offers a number of closely related definitions of trust (Anderson and Narus, 1990; Gould-Williams and Davies, 2005) . In this paper, trust is a positive expectation about the favourableness of another's actions (Robinson, 1996) . In the domain of the customer value-based perspective, trust plays a vital role (Drucker, 1973; Slater, 1997) . As mentioned earlier, the customer value-based theory holds that a superior performance accrues to a firm that achieves a competitive advantage by delivering a superior customer value as perceived by customers (Porter, 1985; Slater, 1997) . Past research suggested that it is essential for customers to develop trust in the market offering while they recognise a superior value in the market offering compared to the competition (Narver et al., 2004) . Trust in the market offering reduces a customer's perception of the risk associated with the opportunistic behaviours of the marketer (Aydin and Özer, 2005) , thus facilitating the customer's perception of a superior customer value in the market offering, and thereby, prompting the customer to provide a long-term support to the market offering, which essentially is the loyalty of the customer to the market offering. The association between trust and customer loyalty has been empirically examined in various industries (Chaudhuri and Holbrook, 2001; Kassim and Abdullah, 2010) . Such as, in a study of consumers and brand managers, Chaudhuri and Holbrook (2001) found that a customer's trust in a brand positively influenced the customer's loyalty to the brand. Hence, from a customer value-based view, customers with high levels of trust in a market offering tend to build a long-term relationship with the market offering, more specifically, become loyal to the product/service. For that reason,
H3:
There is a positive relation between the level of trust a customer has in the market offering and the extent of customer loyalty the customer holds for the market offering.
Customer satisfaction with product/service and customer loyalty
According to the C/D (Confirmation/Disconfirmation) paradigm, a customer develops satisfaction with a product/service from a comparison of the post-purchase and postusage assessment of the product/service with his or her pre-purchase expectations. A positive disconfirmation results into a high satisfaction, a negative disconfirmation yields to a high dissatisfaction, and a zero disconfirmation reflects the status quo (Giese and Cote, 2000; Oliver, 1999; Parasuraman et al., 1988) . Customer satisfaction has been the centre of interest in the customer value-based theory of a firm (Slater, 1997) . Highlighting the crucial importance of customer satisfaction, Drucker (1973) asserts that the mission and purpose of a business is to satisfy its customers, which is realised through creating, maintaining and delivering a superior customer value to customers compared to the competition. Further, the customer satisfaction enhances a customer's perception of the degree of value in a product/service, which increases the levels of the retention rate and loyalty of the customer to the product/service (Haskett et al., 1994; Jones and Sasser, 1995; Tournois Negocia, 2004) . Past research provided empirical evidences in support of a positive relationship between the levels of customer satisfaction and customer loyalty (Dick and Basu, 1994; Pan et al., 2012) . Consequently, using the customer value-based view, this study contends that as a customer's extent of satisfaction with a product/service increases, the customer's perception of the degree of the relative value of the product/service rises, which results in an increasing level of loyalty of the customer to the market offering. So,
H4:
The level of satisfaction a customer has with a market offering is positively related to the degree of the loyalty the customer shows to the product/service.
Switching cost and customer loyalty
In this study, switching cost refers to a combination of economic, physical and psychological costs involved in switching from one market offering to another, more specifically, from one service provider to another (Barroso and Picon, 2012; Jackson and Bund, 1985) . The extant literature identifies various specific costs as switching costs, such as, benefits loss cost, personal relationship loss costs, economic risk costs, cost of searching and evaluation, set-up costs and monetary loss costs, all of which reflect customers' perceptions of time, money and/or efforts needed to switch from one provider to another (Barroso and Picon, 2012; Rai and Medha, 2012) . Switching cost is an important element in a customer's perception of the value associated with a product/service. In the customer value-based perspective, a customer's perception of the value of a product/service results from the customer's assessment of the relative benefit vs. the relative cost concerning the market offering compared to that of the competition (Slater, 1997; Tournois and Negocia, 2004) . That is, while determining the value of a market offering a customer is likely to weigh in the level of the switching cost involved. Therefore, a customer's perception of a higher switching cost means the customer will more likely perceive a relatively higher value in the currently subscribed product/service than in the to-be-intended-to-switch-to alternative market offering. As mentioned earlier, the perception of a higher relative value in a product/service entices customers to reap the benefits out of the higher value by continually patronising the market offering, in other words, by becoming loyal to the market offering. A number of past studies provided empirical evidences in support of a positive relationship between switching cost and customer loyalty (Fornell, 1992; Jones and Sasser, 1995; Rai and Medha, 2013) . Consequently, this study asserts that by tipping the perceived value of a product/service in favour of the currently subscribed product/service, a perceived higher switching cost is likely to increase the loyalty of a customer to the status quo. That's why, H5: A customer's perception of the level of the switching cost is positively related to the degree of the loyalty of the customer to the product/service.
Customer loyalty and word-of-mouth communication (WOM)/repeat purchase
As discussed above, customer loyalty is a customer's dispositional inclination to a product/service and a continual patronisation of the product/service (Pan et al., 2012) . In this study, word-of-mouth communication is viewed as consumers' sharing information about a brand, a product, a service, and/or a company through face-to-face, phone, and/or online interactions voluntarily (Dichter, 1966; Kietzmann and Canhoto, 2013) . This study's adopted view of repeat purchase is the buying of a specific brand of a product or a service by a consumer who bought the same specific brand of the product or the service previously on another occasion or multiple occasions (Yi and Jeon, 2003) . Simplistically, the repeat purchase is the buying of a specific market offering by a consumer repeatedly (Reinartz et al., 2005) . As mentioned previously, according to the customer value-based perspective a superior long-term performance accrues to a firm that creates, maintains and delivers a superior customer value (Drucker, 1973) . Customers perform a whole host of attitudinal and behavioural functions in translating a superior customer value to a superior performance. Specifically, a superior customer value conceptually hinges upon having customers who continually support the product/service in question, i.e., loyal customers. As suggested by the literature, the perception of a relatively better value in a product/service persuade a customer to become loyal to the market offering, which the customer demonstrates by engaging in a positive word-of-mouth advocacy and repeatbuying of the product/service (Reichheld, 1996; Zahorik and Rust, 1992) , thereby the customer derives the best value out of his or her choice of the product/service and the firm gains its long-term superior performance (Jones and Sasser, 1995; Tournois and Negocia, 2004) . Past research has suggested that a customer's loyalty to a product/service is an important determinant of the customer's sharing of positive information about the product/service to other customers and repeat purchase of the product/service (Dick and Basu, 1994; Heskett et al., 1994 
Customer loyalty, the mediator
This study also investigates the mediating role of customer loyalty in the relationships between its determinants and outcomes. Drawing from the customer value-based theory, the study contends that customers' levels of engagement in the word-of-mouth communication about and repeat purchase of a product/service are not directly affected by their perceptions of the extent of: the innovativeness present in the product/service, the service quality delivered with the product/service, their trust in the product/service, their satisfaction with the product/service, and the switching cost involved to switch to an alternative product/service. Instead, customers' levels of word-of-mouth communication and repeat purchase are influenced by whether or not they develop loyalty to the product/service because of the 'value-signals' they perceive stemming out of those product, customer, and market traits, specifically, innovativeness, service quality, trustworthiness, satisfaction and switching cost as discussed previously. Scholars argue that customer value creating activities such as innovativeness and service quality improve businesses' long term performance by increasing loyalty among current customers, reducing price elasticity and lowering marketing costs (Anderson et al., 1994) . Also, previous research suggests that the 'value-signals' provide customers with the highest level of satisfaction with and trust in the market offerings, which increase the retention rate and loyalty, and in turn, the performance outcomes such as repeat purchase and word-of-mouth advocacy (Heskett et al., 1994; Jones and Sasser, 1995) . Further, Dick and Basu (1994) contend that switching costs influence performance outcomes by increasing customer loyalty to the product/service being considered (Fornell, 1992) . Therefore, this study proposes that the levels of innovativeness, service quality, trust, satisfaction, and switching costs as perceived by customers will influence the level of their loyalty to the concerned product/service, which in turn, will affect the levels of word-of-mouth communication and repeat purchase behaviours of the customers. Hence, The proposed theoretical model in the study is shown in Figure 1 . 
Methodology
Data collection and setting
The hypotheses were tested using data collected from a diverse group of mobile internet customers in the capital city of Qatar (a GCC country in the Middle-East), Doha. Following the most commonly used method of data collection in the region (Alserhan and Alserhan, 2012) , the web services of an online marketing research firm, Survey Monkey, was used. The survey instrument was posted on the website of Survey Monkey and invitations to fill out the online questionnaire were sent to mobile internet customers via emails and social media outlets. A total of 207 potential respondents attempted to fill out the survey. However, because of incomplete responses, 39 questionnaires could not be used. The usable number of respondents was 168. Collecting survey data has been problematic in the region because of the non-availability of sample frames, limitations in postal delivery services, cultural unwillingness to share personal thoughts with strangers, and unfamiliarity with the importance and usefulness of surveys (Sharif and Kassim, 2012) . Anderson and Gerbing (1988) recommend a sample size of 150 or more to obtain practically significant estimates using SEM. While Chou and Bentler (1995) consider a sample size of 200 to be small yet practically acceptable. However, Fritz and MacKinnon (2007) conducted six tests to determine appropriate sample size to achieve power of 0.8 and recommended larger sample size when mediation was involved in SEM. In fact, they reviewed 208 studies and found 64% of the studies examining mediation used non-SEM process with median sample size 159.5. The median sample size for SEM studies was 239.5 for nested models. Thus, sample size of 168 for our study is appropriate for regression analysis but not SEM.
Of the respondents, 74.4% were males, 45.2% were Qataris, 54.2% were with the age group of 25-34 years, 57.1% had a college degree, the average monthly earnings were more than 10,000 Qatari Riyals, and 59.5% used mobile internet in Qatar for over three years. The profiles of the respondents are given in Table 1 . Table 1 Respondent profiles (n = 168) Doha with a population of about 567,000 is comparable to any other modern cities in the world in terms of its infrastructure, commercial outlets, standard-of-living of the residents, cultural diversity and activities, and economic activities Interestingly only about 12% of the population is Qatari nationals and the rest are expatriates from over 60 countries in the world, while the larger chunks come from India, Nepal, Philippines, Egypt, Bangladesh, Sri Lanka and Pakistan. Qatar's population growth (3.58%), economic growth (6.5%) and per capita GDP (USD 102,100) are among the highest in the world (Central Intelligence Agency, 2015) . All in all, the study context is comparable to other major cities of the world and a substantial variance can be expected on the study variables.
Mobile internet usage duration Education
There are two telecommunication operators in Qatar, namely Ooredoo and Vodafone. The penetration rate of mobile voice service in Qatar has already exceeded the 100% mark. However, the penetration rate of the mobile internet service is comparatively lower and hence, both Ooredoo and Vodafone are aggressively pursuing the mobile internet market seeing it as the next frontier for growth. By developing innovative products and services, the mobile internet service providers are striving to differentiate their services in the market space, and thereby increase the customer retention rate and loyalty, which is considered to be the most important source of long term superior performance. Thus the study sample is suitable for a research of customer loyalty and its correlates.
Measures
All measurement scales were multi-item scales and on a 7-point Likert format. Customer loyalty was measured using four items adapted from Zeithaml et al. (1996) . A three-item scale was used to assess innovation taken from Lee (2010) . Dwivedi et al.'s (2008) five-item scale of service quality was utilised in the study. A three-item scale used to evaluate trust was adopted from Harris and Goode (2004) . The five-item scale used for assessing the construct, customer satisfaction, was adopted from Yang and Peterson (2004) . Perceived switching cost was measured by a three-item scale (Yang and Peterson, 2004) . The word-of-mouth was evaluated by three items (Srinivasan et al., 2002) . Finally a two-item scale was used to assess repeat purchase adapted from Chandon et al. (2004) . There were a total of 8 constructs and 28 items. All scales and items are shown in Appendix.
In addition, there were eight demographic questions namely; mobile internet usage duration, education, primary service provider, nationality, mobile internet subscription type, gender, monthly income, and age group (see Table 1 ). Based on Pan et al.'s (2012) meta analysis on customer loyalty research, four demographic variables, namely, mobile internet usage duration, education, nationality, and income, were selected as controls on customer loyalty, word-of-mouth, and repeat purchase -the dependent variables in the study.
Analysis and results
The measurement scales used in this study are well established in the literature (Pan et al., 2012) . The reliabilities and validities were repeatedly confirmed (Boohene and Agyapong, 2011) . The Cronbach's alpha scores of the scales in this study further corroborated their reliabilities, which ranged from 0.720 to 0.957 (see Table 2 ).
Following Armstrong and Overton's (1977) recommendation, the responses of early respondents were compared with late respondents using a multivariate test on all 28 items and no significant differences were observed, which indicated that non-response bias was not a major problem. Also, Harman's one factor test was conducted with all scale-items and no single general factor emerged, that is, common method bias was not a serious threat (Podsakoff and Organ, 1986) . Table 2 Correlations, means, and Cronbach's alphas To test the hypotheses, first, we estimated bivariate correlations among all variables (see Table 2 ). All the correlations pertaining to H1 through H7 were significant as per the expectations, that is, innovation (H1), service quality (H2), trust (H3), satisfaction (H4), and switching cost (H5) were positively and significantly related to customer loyalty, while customer loyalty was positively and significantly correlated to word-of-mouth communication (H6) and repeat purchase (H7). The direct correlations between antecedents and word-of-mouth and repeat purchase were non-significant for six direct linkages (innovation → word-of-mouth, innovation → repeat purchase; service quality → repeat purchase, trust → word-of-mouth, trust → repeat purchase, and satisfaction → word-of-mouth), while significant for four direct relationships (service quality → word-of-mouth, satisfaction → repeat purchase, switching cost → word-ofmouth, and switching cost → repeat purchase). As per the insights drawn from the method for testing the mediation effect (Baron and Kenny, 1986) , it can be said that as expected customer loyalty fully mediated the direct influences of (H8a) innovation on word-of-mouth, (H8b) innovation on repeat purchase, (H8c) service quality on word-of-mouth, (H8e) trust on word-of-mouth, (H8f) trust on repeat purchase, and (H8g) satisfaction on word-of-mouth. Contrarily, customer loyalty partially mediated the affects of (H8d) service quality on repeat purchase, (H8h) satisfaction on repeat purchase, and (H8i) switching cost on word-of-mouth, and (H8j) switching cost on repeat purchase. Next, a series of multiple regression models were estimated to test the hypothesised relationships. In the initial model, customer loyalty was the dependent variable, whilst four demographics, control variables, namely mobile internet usage duration, education, nationality, and income were entered as independent variables. All four control variables appeared non-significant. There control variables remained in all subsequent five regression model analyses.
To test Hypotheses 1-5, regression model 1 was estimated, where customer loyalty served as the dependent variable, while innovation, service quality, trust, satisfaction and customer switching cost acted as independent variables. All five hypotheses, H1-H5, were supported, that is, innovation (sig. = 0.001), service quality (sig. = 0.057), trust (sig. = 0.003), satisfaction (sig. = 0.002), and switching cost (sig. = 0.000) significantly and positively impacted customer loyalty. Further, for testing hypothesis 6, regression model 2 was assessed where word-of-mouth communication was the dependent variable and customer loyalty was the independent variable. Customer loyalty positively and significantly affected word-of-mouth communication (sig. = 0.000) in support of H6. Also, regression model 3 was estimated with repeat purchase as the dependent variable and customer loyalty as the independent variable. As expected, customer loyalty strongly and positively influenced repeat purchase (sig. = 0.000) supporting H7.
The mediation effects of customer loyalty (H8a to H8j) were tested using Baron and Kenny's (1986) procedure. In regression model 4, all five antecedents (innovation, service quality, trust, satisfaction, and switching cost) and customer loyalty were incorporated as independent variables, while word-of-mouth was the dependent variable. In regression model 5, the dependent variable was repeat purchase and independent variables were all five antecedents (innovation, service quality, trust, satisfaction, and switching cost) and customer loyalty. Regression results are shown in Table 3 . Table 3 Regression results Because innovation → word-of-mouth linkage appeared insignificant (sig. = 0.087), customer loyalty → word-of-mouth relationship came out significant (sig. = 0.000), and innovation → customer loyalty relationship was significant (sig. = 0.001) in regression model 1, it can be concluded that customer loyalty fully mediated the influence of innovation on word-of-mouth communication in support of H8a. In addition, H8b was supported, that is, innovation was unrelated to repeat purchase (sig. = 0.094), customer loyalty influenced repeat purchase (sig. = 0.000), and innovation impacted customer loyalty (sig. = 0.001) in regression model 1 indicating that customer loyalty fully mediated the relationship between innovation and repeat purchase. Further, H8c was supported, that is, customer loyalty fully mediated service quality → word-of-mouth communication linkage. Specifically, service quality → word-of-mouth was insignificant (sig. = 0.158), customer loyalty → word-of-mouth appeared significant (sig. = 0.000), and service quality → customer loyalty (sig. = 0.057) in regression 1 emerged significant. Also, contrary to the expectation in H8d, service quality → repeat purchase was partially mediated by customer loyalty. Particularly, service quality had significant influence on repeat purchase (sig. = 0.055), customer loyalty strongly impacted repeat purchase (sig. = 0.000), and service quality significantly influenced customer loyalty (sig. = 0.057) in regression model 1. In support of H8e, customer loyalty fully mediated the influence of trust on word-of-mouth communication (sig. = 0.063). That is, trust was unrelated to word-of-mouth (sig. = 0.063), customer loyalty was related to word-of-mouth (sig. = 0.000), and trust was related to customer loyalty (sig. = 0.002) in regression model 1. Likewise, H8f was supported, that is, customer loyalty fully mediated the trust → repeat purchase linkage. Specifically, trust → repeat purchase was insignificant (sig. = 0.164), customer loyalty → repeat purchase was significant (sig. = 0.000), and trust → customer loyalty was significant (sig. = 0.000). Hypothesis 8g was supported, in other words, customer loyalty fully mediated the impact of satisfaction on word-of-mouth communication. In particular, satisfaction appeared unrelated to word-of-mouth communication (sig. = 0.241), customer loyalty emerged related to word-of-mouth (sig. = 0.000), and satisfaction was found related to customer loyalty (sig. = 0.002) in regression model 1. Contrary to H8h, customer loyalty only partially mediated the influence of satisfaction on repeat purchase. In specific, satisfaction → repeat purchase was significant (sig. = 0.049), customer loyalty → repeat purchase was significant (sig. = 0.000) and satisfaction → customer loyalty was significant (sig. = 0.002). Furthermore, as opposed to the prediction in H8i, customer loyalty partially mediated the switching cost → word-of-mouth communication linkage. Particularly, switching cost → word-of-mouth relationship was significant (sig. = 0.002), customer loyalty → word-of-mouth was significant, and switching cost → customer loyalty was significant (sig. = 0.000). Finally, H8j was unsupported, that is, customer loyalty only partially mediated the switching cost → repeat purchase relationship. Specifically, switching cost significantly impacted repeat purchase (sig. = 0.039), customer loyalty significantly influenced repeat purchase (sig. = 0.000), and switching cost strongly affected customer loyalty (sig. = 0.000). In sum, results were generally consistent with the predictions.
Regression models
Discussion, implications and conclusion
Drawing insights from the customer value-based theory, this study
• selected two product/services traits (innovation and service quality), two customer traits (trust and satisfaction) and one market trait (switching cost) as antecedents of customer loyalty
• incorporated word-of-mouth communication and repeat purchase as consequences of customer loyalty
• theorised the relationships of customer loyalty with its antecedents and consequences
• hypothesised customer loyalty to be fully mediating the direct relationships between its antecedents and consequences.
The results were generally consistent with the expectations. Particularly, innovativeness of the product/service, service quality related to the market offering, trust of the customer in the product/service, satisfaction of the customer with the product/service, and switching cost associated with the product/service positively impacted the loyalty of the customer to the product/service in question. In turn, the customer's loyalty to the product/service influenced the customer's behaviours of word-of-mouth communication and repeat purchase related to the product/service. These results are generally consistent with findings reported in past studies, which mostly treated the determinants and outcomes of customer loyalty in a piecemeal basis (Boohene and Agyapong, 2011; Naveed et al., 2013; Pan et al., 2012; Rai and Medha, 2013) . Additionally, customer loyalty fully mediated the direct influences of innovativeness, service quality, trust, and satisfaction on word-of-mouth communication, while only partially mediated the direct link between switching cost and word-of-mouth communication. Similarly, customer loyalty fully mediated the direct impacts of innovativeness and trust on repeat purchase, whilst only partially mediated the influences of service quality, satisfaction and switching cost on repeat purchase.
Theoretical implications
This study extends the existing research about customer loyalty and its antecedents and outcomes in a number of ways. Using the customer value-based theory, the study attempted to show the importance of customer loyalty and its relationships with key correlates in creating and maintaining a superior customer value in today's hypercompetitive marketplaces. The selections of the antecedents namely innovativeness, service quality, trust, satisfaction, and switching cost were theory-based as they relate to the idea of 'value signals', the value that customers derive out of value creating strategies and activities. Also, the incorporations of the outcomes of word-of-mouth and repeat purchase were based on their associations with the superior long-term performance, the goal of creating and maintaining a superior customer value. Further, the study provided theoretical justifications for the proposed relationships of customer loyalty with its antecedents and consequences from the insights drawn from the customer value-based theory. This is important because most extant literature on the relationships involving customer loyalty is not strongly grounded in theories (Pan et al., 2012) . Further, the findings of this study support the contention that innovativeness and service quality are two important product traits that play important roles in enhancing customer loyalty, and indirectly word-of-mouth advocacy and repeat purchase. In addition, the study provides evidence to support the theory that building customer trust and satisfaction is beneficial for increasing customer loyalty, and in turn word-of-mouth communication and repeat purchase. Also, this study supports the theory that switching cost is important for enhancing customer loyalty, word-of-mouth advocacy and repeat purchase. By incorporating both key antecedents and consequences of customer loyalty in a single study, this research sheds further light on customer loyalty as a process, whilst most existing studies looked into customer loyalty and determinants and/or customer loyalty and outcomes at a time (Boohene and Agyapong, 2011; Rai and Medha, 2013) . The use of a sample from consumers in Doha, Qatar, in the study, the generalisability of a consumer loyalty process model is extended in an unchartered, yet similar in terms of consumers' characteristics and experiences, region of the world and further validates the measurement scales of the study constructs. Finally, by using the mobile internet service context, the study extends consumer loyalty research to a sector where customer loyalty deems to make or break a mobile internet service provider.
Managerial implications
The findings of this study suggest that efforts to enhance customer loyalty is worth pursuing for managers seeking to create a competitive advantage through creating, maintaining and delivering a superior customer value in face of customers who are everincreasingly demanding higher quality and lower cost. In doing so, managers can focus on building innovative capacities and innovation processes, which can emit positive 'value signals' to customers and increase customers' loyalty. Also, for services, managers are well advised to exert efforts to enhance the level of the service quality because today's increasingly demanding customers develop loyalty owing to their perceptions of relative superior value emanating for the quality of the service. Further, managers seeking to increase the level of customer loyalty can do so by taking steps to increase customers' trust in and satisfaction with the product/service, which indeed are at the centre stage of the marketing concept. In addition, switching cost is another area that managers can focus on in their pursuits of enhancing customer loyalty, positive word-of-mouth advocacy and repeat purchase. Furthermore, managers concerned with superior long-term performance can be advised to pay attention to the most important sources of long-term performance, that is, word-of-mouth communication and repeat purchase, the achievement of which would require creating and maintain loyal customers. In summary, when creating and maintaining a superior customer value is the way to possess a competitive advantage and to achieve superior long-term performance, managers should do their utmost to build and maintain customer loyalty.
Limitations and conclusions
There are several limitations in this study as well as opportunities for future research. For instance, this study lacks randomisation because the sample was drawn online utilising an online marketing research firm. Even though the limitations inherent in the study context compelled the researcher to use a judgmental sample, the quest for obtaining random samples from the GCC region should continue. Such opportunities may not be far-flung because the region is increasingly building research infrastructure to enhance R&D activities to pursue their developmental objectives (Alserhan and Alserhan, 2012) . Another related shortcoming is the small sample size, which is also not very uncommon for studies in the region (Sharif and Kassim, 2012) . Several steps can be thought of for increasing the sample size, such as, offering incentives, using alternative methods of data collection, and seeking help from native faculty members by involving them in the research. Further, even though this study included two product traits, two customer traits and one market trait as determinants of customer loyalty driven by the customer valuebased idea, there is scope to incorporate several other potential drivers of customer loyalty as identified in the literature, such as, psychological commitment, perceived fairness justice, brand reputation and corporate image (Pan et al., 2012; Rai and Medha, 2013) . A search for pertinent theories in the social, psychological, behavioural and marketing sciences to be used to theorise relationships involving customer loyalty should be worth pursuing. Finally, two outcomes of customer loyalty were included in this study based on their importance related to a superior long-term performance. Other potential consequences of customer loyalty, such as, brand equity (Severi and Ling, 2013) should be worth pursuing in a customer loyalty process model.
